Tourism acts as a vital economic sector, though, revenues generated by domestic tourism in Egypt are far below expected levels. This paper aims to profile the Egyptian pleasure traveler based on travel attitude and behavior. The paper also investigates travel-related characteristics in the Egyptian pleasure travel market. A survey was conducted among the Egyptian pleasure travel market to identify the importance of decision factors for domestic tours and the most important perceived reasons for selecting a domestic holiday.This paper reports on initial findings of a more comprehensive research on the psychographic background of Egyptian travelers. This research explores the different factors affecting domestic tourism in Egypt, also its trends and attributes. Implications required to increase numbers and expenditures of domestic tourists were suggested.
tourists. Castano, Moreno, and Crego (2007) examined the profile of tourists visiting Spain; and they identified eight types of tourist profile including professional, urban, holiday, holiday-sun-and-beach-active population, holiday-sun-and-beach-active population, holiday-rural, rural-sun-and-beach, and active-rural. Their study conceptualized the tourist profile construct into two dimensions: socio-demographic characteristics and travel patterns. Kattiyapornpong and Miller (2007) posits that age, income and life cycle will have less of an effect on travel preferences and a greater effect on travel intention and travel choice due to the application of the leisure constraints model (Samdahl and Jekubovich, 1997) . Therefore these sociodemographic variables are hypothesized to inhibit or constrain travel rather than to determine preferences. It is expected that age, income and life stage will not impact strongly on travel preference. Mieczkowski (1990) quoted tourist age as one of the most important demographic dimensions which influence holiday demand. Romsa and Blenman (1989) studied the vacation patterns of the elderly Germans using the environmental motivational model. They found that environmental, socioeconomic, and aging effects prevented seniors from joining more fully in the tourist wave. Also, income has been shown to be significantly related to holiday taking behaviour (Mergoupis and Steuer, 2003) . McGehee, Murphy and Uysal (1996) investigated the Australian international pleasure travel market. They found that Australian women and men are motivated differently in their pleasure travel experience.
Visitor behavior
Nowadays, tourist consumption is characterized by internal differentiation or diversification due to multiple factors. As a result, increasingly greater attention has been paid to tourist typologies, classifications and segmentations in analyses of tourist behavior. The tourism literature is full with typologies that group tourists by common characteristics to better understand and to predict behavior (Cohen, 1972 and Plog, 1974) . Numerous studies developed typologies based on segmentation variables including demographics, psychographics, personal values and lifestyle, benefits sought, behaviors, motivations, experiences and emotional response. The theory of planned behaviour (TPB) is an established theoretical model of explaining the relationship between consumers" beliefs, attitudes, intentions, and behaviours (Ajzen, 1991 (Ajzen, , 2001 . TPB has been applied in a variety of studies on social behaviour, including studies on the decisions of students completing high school (Davis, Ajzen, Saunders and Williams, 2002) , consumer choices of transportation mode (Bamberg, Ajzen and Schmidt, 2003) , the influence of negative word-of-mouth on Chinese consumers" intention of choosing restaurants to dine at (Cheng, Lam and Hsu, 2006) and, attitudes toward wine tourism (Sparks, 2007) . Similarly, TPB has been applied to assist in explaining consumers" complex travel decision-making process (Lam and Hsu, 2006) . Source: Ajzen, I. (1991) Consumer behavior research in tourism has lots of weaknesses, which make it difficult to analyze the data and empirical material. There is lack of research which describes changes in tourist behavior over time and a lot of data is outdated or based on small samples of tourists. Little research is also done about studying the links between preferences of tourists and the products they purchase and on tourist motivations and determinants of their behavior (Swarbooke and Horner 2007) . Information search behavior Research on tourist behavior has to begin with information search. One of the most influential factors in the purchase of a tourist product (destination) is information about tourist goods and services. Moreover, tourists differ in the information sources they use before making a decision (Moutinho, 1987) . As for many consumer product decisions, information acquisition is necessary for selecting a destination and for onsite decisions such as selecting accommodations, transportation, activities, and tours (Fodness and Murray 1998; Gursoy and Chen 2000; Snepenger, Meged, Snelling and Worrall 1990) . Information search can be defined as "the motivated activation of knowledge stored in memory or acquisition of information from the environment" (Engel et al 1995) . As the definition suggests, a search can be either internal or external. Internal search is based on the retrieval of knowledge from memory, while the other consists of collecting information from the marketplace (Engel et al 1995) . Whenever tourists realize that they need to make a decision, information search is likely to take place, and almost always initially takes place internally such as when previous experiences and knowledge are used as the basis for planning a repeat visit (Chen and Gursoy 2000; Fodness and Murray 1997; Vogt and Fesenmaier 1998) . Internal sources include personal experiences, either with the specific destination or with a similar one, and the knowledge accumulated through an ongoing search (Schul and Crompton 1983; Vogt and Fesenmaier,1998) . When the internal search provides sufficient information for making a trip decision, external search is obviously unnecessary (Beatty and Smith 1987) . However, if the internal search proves insufficient, tourists are likely to also use external sources. When the internal information search proves inadequate, the travelers may decide to collect additional information from external sources. Travelers tend to use four broad, external information sources when planning their trips. These are (1) family and friends, (2) destination specific literature, (3) media, and (4) travel consultants (Snepenger and Snepenger, 1993) . Uysal et al. (1990) studied the information search behavior of German, French, British and Japanese travelers who travel to the United States. They found that travelers from different countries were more inclined to utilize different types of information with varying frequency. British travelers tended to use Journal of Faculty of Tourism and Hotels, Fayoum University Volume (9), Issue (1) -March 2015 travel agents as the main source of external information source followed by family and friends, brochures and pamphlets, and magazine and newspaper articles. `Family and friends is found to be the most important external information source for German travelers followed by travel agents, brochures and pamphlets, and books and library materials. Like German travelers, `family and friends is found to be the most important external information source for French travelers, followed by travel agents, brochures and pamphlets, airlines, and articles in magazines and newspapers. Japanese travelers are more likely to use books and other library materials first, then brochures and pamphlets, family and friends, and travel agents. According to Goossens (2000) , "a combination of push and pull information and hedonic responses will motivate tourists to plan a trip". Within this framework, assessing how the experience will feel is an important part in deciding between various leisure services. This may involve daydreams, imagining and emotions. Destination choice decision is a function of information available from different sources (Gartner 1993) . As a form of protective behavior, travelers can alter their destination choices; modify their travel behavior; or if they decide to continue with their travel plans, they acquire information. According to (Murphy et al 2007) , travelers that love risk and want adventure did not seek a lot of information. But those who feared risk not only gathered information but also considered particular vacations and lodging facilities. (Maser and Weiermair 1998) showed that the higher the perceived risk, the more information search occurs, and the more rational decisionmaking becomes. Travel motivation Motives are the starting points that launch the decision process (Crompton and McKay, 1997) . Although motivation is only one variable which explains tourist behaviour, it is considered one of the more critical variables as it is the impelling and compelling force behind all behaviour (Baloglu and Uysal, 1996; Crompton, 1979) . Motivation is one of the important parts of travel consumers" behaviours. Motivation refers synonymously to concepts such as reason, cause, propelling force and purpose to move in a certain direction. In selecting a final destination, tourists pursue one or several reasons (Dann, 1981; Yoon and Uysal, 2005) . Given that a temporal stay has associated time and financial limitations, visitors are careful in matching their choices and needs with preferences they are likely to find at a destination. This selective process forms reasons to attain fresh insights and experiences that cannot be found in tourists" usual environments. This behavior motivates escape from established roles and routines to new environments, and for search of new insights in other contexts and cultures. Understanding what motivates an individual"s travel behavior and destination choice is vital in predicting their travel decisions and future travel patterns (Jang and Wu, 2006) and it can be used to develop more appropriate strategies to attract them. Page and Connell (2006) stated that motivation as a subject is an integral part of the study of consumer behaviour in tourism. Mountinho (1987) , as cited in Page (2009) , defined motivation as a "state of need, a condition that exerts a push on the individual towards certain types of action that are seen as likely to bring satisfaction". It indicates the intrinsic reasons why the individual is embarking on a particular trip Weaver and Lawton, 2002) . This psychological concept refers to tourists and the reasons why they embark on a particular trip. It is too, directly linked to the demand for tourism, which can affected by a range of factors, and to consumer/tourist behaviour, which does not only affect the initial purchase but also the tourist experience as well as future decisions (Lomine and Edmunds, 2007) .
Travel Constraints A number of researchers have noticed the impact of constraints in the decision-making process. They argue that motivation is only one of many variables which explain tourists' preference as to destinations. Other variables such as travellers' perceived inhibitors and situational constraints in their decision making should also be considered when destination marketers determine marketing strategies (Baloglu and Uysal, 1996; Oh et. al, 1995; Pyo et. al, 1989) . The constraints research started from early barriers studies in which questions about barriers to participation began to be asked explicitly. Then it developed a change of terminology. The term "constraints" is preferred to "barriers", because the latter fails to capture the entire range of explanations of constrained leisure behaviour (Jackson, 1988) . Moreover, the word -barrier‖ tends to direct researchers' attention toward only one type of constraints, that which intervenes between preference and participation (Crawford and Godbey,1987) . Meanwhile, researchers shifted the focus of their attention to constraints which are not only physical and external to the individual (e.g., facility and resource), but also internal (e.g., psychological and economic) and social (e.g., marital, family and other interpersonal relations). The TPB predicts that there is a range of factors that can potentially influence or constrain travel intentions. More specifically, what others think or do (often referred to as subjective norms) as well as constraints or barriers, and the control over constraints or barriers (Ajzen, 1991) have the potential to impact travel intentions. First, intentions to travel are likely to be influenced by what others, who form a reference group for the consumer, think or do in regard to the target behaviour. It is also recognized that there may be a range of constraints that impede or prevent someone from travelling. For Chinese tourists, factors such as language, distance, cost or Government control (e.g. obtaining a visa) might be some such impediments.
Overcoming such constraints or having a feeling of a sense of perceived control over the target behaviour is also likely to be important in determining travel intentions. Ajzen (1991) has pointed out that control beliefs can obstruct or make possible a particular behaviour. A consumer"s perceptions of having or not having the resources (e.g. time or money) to engage in specific travel behaviour will impact travel intentions. Perceived control has been identified as an important construct for predicting intention to visit a tourist destination (see, Lam and Hsu, 2006; Sparks, 2007) .Similarly, leisure researchers have identified structural barriers such as time, financial resources, season, climate or family life cycle that can inhibit participation in certain activities (Crawford, Jackson and Godbey, 1991) . For Chinese tourists, key constraints could include the currency exchange rate of the Yuan, cost of travel, perceptions of safety in travel, length of travel time and Government visa restrictions.
Holiday characteristics
Holiday characteristics constitute variables such as decision-making time taken to select a destination, travel companion, past travel experience, length of stay, holiday organization mode, type of accommodation used, type of transport, budget of travel and activities undertaken on holiday. This kind of information is frequently used in tourism research in order to identify the travel behavior characteristics of tourists (Huh, Uysal, and McCleary, 2006; Kozak et al., 2004) . Holiday travel characteristics can also be extracted from prior travel experiences (Beerli and Martin, 2004) . Lehto et al, (2004) determined that prior travel experience, in the form of types of holidays, activities pursued during holidays, frequencies of holidays, lengths of holidays, and interactions across these factors, was a significant predictor of future holiday activity participation and expenditures.
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Domestic tourism
Domestic tourism is the backbone of economic development for a country. For instance, domestic tourists support small-scale enterprises and informal sectors in developing countries because they purchase more locally produced goods and services (Scheyvens, 2007) . Domestic tourism, particularly in developing countries, is critical for the tourism industry to thrive. With a focus on the domestic tourism market, countries are able to diversify their tourism products and appeal to a wider target audience (Mazimhaka, 2006) . One of the major benefits of domestic tourism is that while domestic tourists often spend less money per visit, they travel more often and bring greater economic growth particularly to the local communities. Domestic tourists contribute more directly to the services offered by the local population, thereby contributing to the informal tourism sector, maintaining the strength of the industry, promoting pro-poor tourism and as a result, aiding in the poverty alleviation efforts of the country. As previously shown, a survey of literature on tourism in developing countries indicates that countries like South Africa, Nigeria, Kenya, China and India have realised the significant benefits of improving the domestic tourism market, especially with regard to the growth of this market (Ghimire and Li, 2001 in Mazimhaka, 2006) . Undoubtedly, these efforts result in economic benefits for local communities and a more sophisticated product for international consumers. Another benefit of the development of a domestic tourism industry is that domestic tourists are not as often deterred from travel based on political, social or economic problems in the region as are international tourists. Rao and Suresh (2001, p.208) point out that "domestic tourism is not vulnerable to bad publicity, internal security problems and poor infrastructure". Yet, while the importance of domestic tourism has been widely acknowledged, significant research and information on the current role of domestic tourism is still lacking. This is a major constraint to the growth of domestic tourism, and this gap stems from the fact that most developing countries view domestic tourism as secondary to attracting the international market, which brings in badly needed foreign currency (Mazimhaka, 2006) . Mazimhaka (2007) argued that, in Rwanda, a lack of variety of tourism products offered to the local travellers has caused a significant barrier to the development of Rwandan domestic tourism. Furthermore, the costs of domestic travel could be the cause of this concern. For instance, Sindiga (1996) asserted that Kenyans could not afford to pay for domestic tourism facilities due to the high costs of travel in Kenya. Similarly, Wen (1997) has noticed that Chinese domestic travellers tend to be frugal in spending because of relatively high travel costs in China. Unfortunately, the growth of domestic tourism is still lacking in many developing countries because it continues to be viewed as a luxury that many locals cannot afford. Developing countries faced with economic adversity will naturally have difficulty generating a significant local tourist population, though in many of these same countries, a sizeable middle-class exists and has the potential to participate in and make use of their country"s tourist attractions (Mazimhaka, 2006) . Domestic tourism throughout the world is a predominant but invisible portion of total tourism activity. The lack of commonly accepted and/or used definitions of domestic travel activity is largely responsible for this ignorance. Available domestic tourism data are mostly in the form of number of trips to destinations beyond a certain minimum distance from the normal place of residence, and involving at least one overnight stay. Other data include same-day visitors. And in case no such data format is available researchers resort to either the number of registered guests in hotels, etc. or the ratio between the number of overnight stays and the average length of stay Journal of Faculty of Tourism and Hotels, Fayoum University Volume (9), Issue (1) -March 2015 (Bigano et al. 2004 ). In the past two decades, domestic tourism has been rather neglected in tourism analysis, the most of the papers focusing on international tourists, although the domestic tourism accounts more than 50% of all tourist movements. Among the studies that concern about domestic tourism we mention Massidda and Etzo (2012) who investigated the main determinants of Italian domestic tourism demand as measured by regional bilateral tourism flows. However tourist actual choices appear also to be influenced by past experiences and by regional differences in the quality of the wider environment. Additionally it appears that, for Italian tourists, domestic and international destinations behave as substitutable goods. Unfortunately, the previous research has been ignored the behavior and the needs of the residents as potential tourists. Because the understanding of the domestic potential tourist market remains inadequate and knowing that influence factors of residents" travel decision is crucial in predicting their future travel pattern, this paper tries to pay attention about importance of profiling the needs of residents as potential domestic tourists.
Domestic tourism in Egypt
Despite the unrest in the country, domestic tourism witnessed improvement versus 2012 especially to the top tier hotels which were usually expensive to stay in. The growth comes in response to the initiatives from hotels and Egypt Air that offer reduced rates and packages to stimulate domestic tourism. While the luxury domestic tourism increased, the frequency of domestic tourism for touristic attractions or other cities in Egypt decreased, especially from the middle and lower strata of society. This had to do with the high inflation rate and hence lower disposable income. Furthermore, the security conditions in some cities reduced the day trips to touristic attractions. Domestic tourism has increased by 3% from 2012, to a total of 8.5 million trips compared to 8.3 million trips in 2012. It is predicted that if hotels" offers continue and security is restored, domestic trips will increase at a CAGR of 10% over the forecast period, to almost 14 million trips in 2018 (Euromonitor International Report 2013 
Methodology and Data Analysis
The research hypotheses in this study are selected on the basis of the research model, in order to analyze the influential relationship among determinants affecting domestic travel decision-making.
For the purpose of the study, the following hypotheses are: H1: visitor profile is significantly affecting the decision of visitors to go on domestic holidays H2: visitor behavior is significantly affecting the decision of visitors to go on domestic holidays H3: visitor travel-related characteristics is significantly affecting the decision of visitors to go on domestic holidays This exploratory, quantitative study on Egyptian domestic travellers is rather limited. A questionnaire was developed for data collection purposes and a survey has been running on August-November 2014. The questionnaire consists of three parts namely preferred travel-related characteristics, travel attitude and behavior, travel planning and demographic. A pilot study was also conducted to test the questionnaire. The preliminary test managed to secure 25 respondents and a more refined questionnaire was developed from the suggestions and comments from the respondents. This paper reports on initial findings of the survey a total of respondents 353 at major destinations in Egypt like Sharm-Elsheik, Hurghada, Alexandria and North cost. Random sampling method was employed for this study. The survey employed selfadministered questionnaire, distributed and monitored to approach domestic tourists found at popular spots like beaches, malls, Hotels and resorts. Descriptive analysis such as frequency, mean and standard deviation were conducted to examine respondents" demographic profiles, purpose of travel and holiday choice related characteristics, affected factors, decision-making, attitudes to travel and destination choice. SPSS (Statistical Program for Social Sciences) was the statistical analysis package used to analyze findings.
Results and Discussion
Demographic profiles The findings revealed that 50.4% of respondents are female, 49.6% are males, 58.5% of respondents aged between 18 to 29 years, 22.7% of them are between 30 to 39 years, 12.8% of them are 40 years or above. 68.4% are studying at college level, 26.6% are postgraduate students, while 5% of respondents are in high school level of education. Behaviour and attitude to travel Reasons: From Table 2 , There are a number of reasons motivate respondents to take domestic holidays, using mean values of respondents" opinions, it is found that respondents agree (mean value of 4.41) with "rest and relax". The second reason based on mean values is "escaping from daily life/ routine/ pressure" (4.22). Spending time with family comes next with a mean value of 4.10. "Having fun/ maintaining friendships" is the fourth reason of traveling on domestic holidays (mean value=3.91). This is followed by "experiencing different climate, landscape and nature" with a mean value of 3.90. "Experiencing thrills/ excitement" ranks the sixth reason of traveling (mean value of 3.52). However, respondents have neutral opinions on 4 reasons, they are "gaining a new perspective on life", "learning new things", "developing personal interests" and "having other to know they are there" with mean values of 3.23, 3.19. 3.19, and 2.60 respectively.in total and based on the grand mean value of 3.63, respondents agree with the above mentioned reasons to travel on domestic holidays. The results are reliable where Cronbach"s alpha is 0.773. Standard deviation values are within limits. Constrains: Table 3 shows the importance level of constrains affecting respondents" decision to go on domestic holidays. Looking at mean values of opinions, it is concluded that respondents rank "Safety" as the highest factor affecting the decision of respondents to go on domestic holidays (mean value of 4.34). Health issues come second in the list of important factors with a mean value of 4.28. Political stability is the third important factor affecting the decision of taking holiday (mean value of 4.14). Shortage of money is the fourth factor (mean of 3.90), it is followed by lack of time (3.89), destination (3.87), accommodation (3.80), loss of property (3.78), value for money (3.70), and weather (3.67). However, respondents have neutral opinions on 3 factors; these are other tourists (3.10), travel fatigue (3.05), and cultural risk (2.96). The results are reliable where Cronbach"s alpha is 0.872. Standard deviation values are within limits. Table 4 , respondents mentioned that word of mouth is the first source of information (75.5%) when they start their travel planning process. Internet comes second (66.3%), 59.4% of respondents obtain information from their previous visits. Travel agents are the fourth source of information for 39.4% of respondents. Next is attractions" websites (23.9%), followed by brochures (23.6%), television advertising (22.4%), newspaper advertising (17%), attractions newsletter (4.8%), and radio advertising (0.9%). In addition, 34% of respondents have never used travel agent in travel planning, while 29% of respondents used them once, 20.6% used travel agents some time, and 16.4% used them most of time. Uysal et al. (1990) studied the information search behavior of many nationalities. Family and friends is found to be the most important external information source for German travelers followed by travel agents, brochures and pamphlets, and books and library materials. Like German travelers, family and friends is found to be the most important external information source for French travelers, followed by travel agents, brochures and pamphlets, airlines, and articles in magazines and newspapers. Looking at Table 5 , it is depicted that 37.3% of respondents goes Once a week or more on a family outing within the last year, 29.9% goes once a month, 17% goes once every 3 months or more, 14.4% goes once every less than a week. As for taking domestic holidays as a family group within the last year, 51% went on one holiday, 2-3 times for 31.6% of respondents, and 9.6% of respondents went on 4 holidays or more. A percentage of 36.7% of respondents stays a week on holiday, 32.5% stays 5 nights, and 30.8% of them stay less than 5 nights. Murray (1997 in Huh, 2006) have suggested that those who enjoy a longer stay, a greater number of destinations, visit more attractions and spend more dedicate more time to planning their trips. Hotels or motels were the most preferred accommodation type of respondents (48.1%), 24.2% of respondents" preferred rented house/ flat, 19.1% of respondents have their own holiday home, 8.7% of respondents stay in other types of accommodation. The type of accommodation used when travelling will be intrinsically linked to factors such as the reason for travel, income and company. In this regard, domestic tourists demonstrate a broad range of selection when choosing accommodations (Bai et al., 2001) . 37% of respondents use car to travel to destination, while 77% of them use car on holiday. 28% of respondents prefer air as the second means of travel to destination while 11.9% prefer coach on holiday travel. it should also be noted that many studies referred that the car, in particular the private car, is the preferred mode of transportation by domestic tourists for leisure travel, followed by planes and trains (Javalgi et al., 1992 in Patterson, 2006 Prideaux et al., 2001) .
Information search behavior

Holiday choice related characteristics Travel times, length of stay, type of accommodation and mode of transportation
Activities undertaken on holiday
From Table 6 illustrates the importance level of activities practiced on holidays and how this contributes to enjoyment level of the holiday. Using mean values of respondents" opinions, it is found that respondents rank "coastal location" as the first important activity contributes to level of enjoyment of holidays (mean value of 4.14), "swimming/ sunbathing" and "a warm, sunny climate" occupy the second and third ranks of importance (with mean values of 4.01). "Dine at cafe or restaurants" comes next with a mean value of (3.88). "Sightseeing in cities" and "Enjoying scenery" are the fifth and sixth important activities on domestic holidays (mean value of 3.86). "Eating seafood" is the seventh important activity (mean value of 3.71) while "meeting people" is the eighth important activity" (with mean value of 3.70). However, respondents have neutral opinions on the importance level of ….activities, these are shopping (mean value of 3.43), amusement/ theme parks (3.40), water sports (3.28), visiting heritage/ historical sites (3.26), museum/ gallery (3.24), snorkeling scuba diving (3.15), visiting small towns and villages (2.92), environmental/ ecological excursions (2.79), and disco/ night clubs (2.70). In addition, respondents think that "go fishing" is unimportant activity (mean value of 2.48). The results are reliable where Cronbach"s alpha is 0.826. Standard deviation values are within limits. Table 7 , it is found that 50.4% of respondents travel with friends or with relatives, 43.6% of them travel with spouse and children, 15.2% travel with spouse only, 3.9% travel alone, and 2.1% travel with children. These findings matching with a Malaysian study found that most domestic tourists prefer to spend their holidays with family (Abd Aziz, 2009 ). Asking about the method of booking holidays, respondents claimed that booking direct with holiday providers comes first (59.1% of respondents), next is booking via travel agents (27.5%), and online booking comes last (with 13.4% of respondents). Morrison et al (1995) conducted a study of the Australian domestic travel market. A large domestic travel survey indicated that all respondents showed a distinct preference for designing their own holidays rather than using a package tour. Asking respondents about the budget they could reduce when planning their holidays, Table 9 shows that 49% of respondents said they can reduce the budget of cultural visits, 36.1% of respondents could reduce the budget of transportation. Food comes next for 35.5%, followed by accommodation (27.2% of respondents), and leisure activities come last for 26% of respondents. In addition, asking respondents to rate the booking in advance of their holiday components, it is found that 36.9% of respondents prefer to book the hotel in advance, 31.9% of respondents book some specific nights in advance, 28.4% of them rent a car in advance, 21.2% of them book train in advance, and 27.5% book entertainment places ticket in advance, while 4.5% of respondents do not book any component in advance.
Travel companion and travel arrangements
Hypothesis and Testing H1: visitor profile is significantly affecting the decision of visitors to go on domestic holidays
Testing the first hypothesis of the study, visitor profile is significantly affecting the decision of visitors to go on domestic holidays. From Table 10 and using Chi-square test, it is found that 2 out of 4 attributes are significantly affecting visitors decisions of taking domestic tours, these factors are: age and gender. However, 2 attributes were found not significantly affecting the decision of taking domestic tours. These attributes are: education level and marital status. Therefore, it can be concluded that the first hypothesis is supported. Gunter (1998) pointed out that marital status does not determine the buying behaviour and furthermore, different patterns in spending exist due to the changes in household structures produced in recent decades. Today, there are many statuses: married, single or widowed, as well as second marriages, and so on that will influence the patterns of consumption of senior citizens. Gunter (1998) also pointed out that educational level or occupation alone do not ultimately determine the purchasing power and buying behaviour of the individual because, as seen above, these factors will also depend on other variables such as life cycle stage and individual biographies, which are constantly changing. Anken et al.(2008) has argued that the purchasing behaviour is not determined exclusively by the age, gender, income or educational level, but that there are a number of variables related to the personality of the individual that are manifested in consumer lifestyles and are related to purchasing behaviour. The second hypothesis of the study if visitor behavior affects visitor decisions of taking domestic tours, using Chi-square of independence to test the independence between factors, it is revealed that 9 out of 10 reasons affect visitor decisions to go on domestic tours, these reasons are: escape from daily life/routine/pressure, rest and relax, having fun/ maintaining friendship, spending time with family, learning new things, developing personal interests, gaining a new perspective on life, having others know that I have been there, and experiencing different climate, landscape and nature, while experiencing thrills/ excitement found not significant. In sum, it can be concluded that the second hypothesis is supported. Many studies (i.e., Jang & Cai, 2002; Moscardo et al., 1996; Zhang et al., 2004) emphasized the importance of travel motivation factors on destination choice. According to the Turkish Association of Travel Agencies research, more than 86% of domestic tourism activity is characterized by sun and sea type of tourism, with the main push factors being rest, tranquility, relaxation, safety, followed by fun (TEMPO, 1999) . Rest and relaxation are not common characteristics of Turkish families alone. For instance, in the USA, Lee and Norman"s (1996) research on tourism behaviour and attitudes in different family life cycles, concluded that young married couples with children are particularly interested in rest and relaxation. On the other hand, young singles were mostly action orientated. Beside the reasons that motivate visitors to go on domestic holidays, there are different constrains are affecting the decision of visitors to go on domestic holidays. Using Chi-square test, it is found that 10 out of 13 constrains significantly affecting visitors decisions of taking domestic tours, these factors are: safety, health concerns, political stability, shortage of money, lack of time, destination, value for money, weather, loss of property, and accommodation. However, 3 constrains were found not significantly affecting the decision of taking domestic tours. These factors are: travel fatigue, cultural risk, and other tourists. Therefore, it can be concluded that again the second hypothesis is supported. Dolnicar, (2005) investigated constrains/ worries/fears that Australian tourists perceived in the context of travelling and booking a vacation. Safety is mentioned by 42 percent of the respondents when asked about general concerns they had, followed by health concerns while every fifth respondent mentions this especially in the overseas travel. Cultural risks and the fear of losing property are also identified as travel related concerns.
H3: visitor travel-related characteristics is significantly affecting the decision of visitors to go on domestic holidays
Testing the third hypothesis of the study: the activities contributing to enjoyment of holidays and taking domestic holidays, and using Chi-square test, it is found that 9 out of 18 activities significantly affecting visitors taking domestic tours as shown in Table  13 , these activities are: shopping, sightseeing in cities, swimming/ sunbathing, amusement/ theme parks, disco/ night clubs, visiting small towns and villages, coastal location, museum/ gallery, and enjoying scenery. However, 9 activities were found not significantly affecting the decision of taking domestic tours. These activities are: dining at cafe or restaurants, water sports, visiting heritage/ historical sites, environmental/ ecological excursions, eating seafood, going fishing, snorkeling and scuba diving, a warm, sunny climate, and meeting people. Therefore, it can be concluded that the third hypothesis is partially supported. The results above are convergent with Morrison et al, (1995) study of the Australian domestic travel market, among all the domestic travellers visiting friends and relatives in Queensland, the most popular holiday activities were just relaxing -reading, watching TV (82.6%), Under such circumstance, the special packages for residents such as relatively cheap hotel accommodation which are encouraged during low seasons when hotel occupancies are low will never be a panacea even though they should remain as motivation to the minority who can afford. On the other hand, even those in position to afford the packages still perceive the rates high for domestic tours. From a theoretical perspective the research makes a specific contribution in that it identified barriers for the emerging market to go on holiday, reducing these barriers can thus be used to stimulate and promote participation in domestic tourism. The findings provide a contribution to the vacuum of research data for improved decision making by tour operators to render competition more knowledge-based The research tries to understanding travel decision-making, as well as domestic tourism which are of the most neglected and under-researched categories in tourism analysis. Apparently, both government and tour operators" efforts have been biased towards supporting/encouraging international tourism. To this end, efforts by all stakeholders to boost domestic tourism and the overall tourism industry should go hand in hand with national strategy towards expanding domestic so long daily income is a bottleneck. Tourism practitioners can benefit from this research, Destination managers can use the result of this study in developing communication materials that appeal to domestic travellers and are depending on reasons for travel findings of that research had approached. Tourism players must also concentrate on designing more attractive family packages.
As the findings of the research identified that Egyptians usually prefer travelling with relatives, spouse and children, this allows them to channel their leisure time towards improving relationships between the parents and children. The package should include all of the main travel components (transport, accommodation, meals and destination tour) at an attractive or special pricing. Egypt should focus on developing its main attractions as the main travel activities of the domestic tourists are sightseeing in cities and visiting amusement/ theme parks.
Since the form of pleasure travel managed to attract not only foreign tourists but also the domestic tourists, a correlation must be done between any promotion planning and the main travel activities of the local tourists taking a vacation in Egypt"s outstanding sightseeing destinations. Tourism players should assist their customers in planning and designing their own tailored vacation package. It is advisable for local tourist agencies to work and build a wide network with their clients to fulfill all their needs and wants.
Limitations and Suggestions for Future Research
First, the study was conducted in the summer, and thus findings were limited to summer travelers. Tourists who travel in different seasons may form different opinions of a destination. Future study would be implemented to examine the satisfaction of domestic tourists. Comparisons can also be made between the two markets (international and domestic) for the development through tourism policy. Additionally, the population of the study was also limited to visitors of a sun and sea tourist destination. Therefore, the results from the study may not be generalized beyond this population. Replicating similar studies in other tourist destinations would be imperative for increasing the generalizability of these findings. Finally, while this study focused on leisure travel of four days or longer, it is important to recognize that shorter duration leisure trips have very different characteristics and need to be studied as well.
